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Abstract 
After a period of transition and consolidation, Xiamen Hualian Department Store 
Limited Company (former Xiamen Commercial Group Hualian Store) has become a 
large retail company, which includes modern department stores and specialized stores 
as well as chain super market, etc., In the recent years, the company has introduced 
many new management concepts and marketing strategies, also has adopted a variety 
of promotions, the company has understood that the modern consumers want brand 
and their satisfaction is the most important thing, Hualian is getting more and more 
market share in this very competitive industry. 
Within the thesis I have done some analysis for Xiamen Hualian Store based on 
theory of commercial development, brand positioning and 4C’s marketing strategy, I 
also present some forecast for the company future’s development, and provide some 
references to other traditional department stores like Hualian Store in China. 
The thesis has 4 parts.  
The Introduction part highlights the thesis.  
Part One: Description of the industry of department store in China. This part 
briefly introduces the status of department stores and their past development, and 
discusses some existing issues and trend for future development, as well as basic 
analysis of competition between companies. 
Part Two: Analysis of strategy situation for Xiamen Hualian. This part mainly 
describes the industry and outside environment that the company is facing. 
Part Three: Analysis of marketing strategy for Xiamen Hualian. This part mainly 
discusses the company’s old marketing strategy, analyze its strategy with 4C’s 
marketing theory and consolidation marketing theory, also talks about the future 
marketing strategy. 















give some suggestions about marketing strategy to those traditional department stores 
in China based on the Xiamen Hualian’s experience. 
 















目  录 
 1
 
目  录 
 
绪论 ·························· 1 
第一章   背景分析···················· 3 
第一节   企业成长历程 ······························································································· 3 
第二节   中国百货零售行业总体概况及发展趋势··············································· 5 
第二章   厦门华联百货市场环境与定位分析 ········15 
第一节   一般市场环境分析····················································································· 15 
第二节  竞争环境分析 ····························································································· 21 
第三节  厦门华联百货市场定位············································································ 30 
第三章   厦门华联百货营销策略 ·············37 
第一节   消费者的需求与欲望 ················································································ 37 
第二节   消费者愿付成本 ························································································· 41 
第三节   为消费者提供便利····················································································· 45 
第四节   与消费者沟通 ····························································································· 47 
第四章 厦门华联百货营销实践对国内传统百货零售企业的启示 ·53 




































社会消费品零售总额 76410 亿元，比上年增长 13.7％，创 1997 年以来 高增长
率
①
。同时，据国家信息中心发布的零售行业预测报告显示，2006 年至 2010 年















麦肯锡咨询公司曾在一份报告中预言：在未来 3至 5年，中国零售业 60%的零售
                                                        
① 资料来源：黄海：“中国零售业的现状和发展趋势”，联商网，2007 年 8 月 18 日 






















































第一章  背景分析 
伴随 20 多年的经济快速成长，中国零售业正以每年 7%的速度扩张，成为全
球零售市场膨胀 快的国家。目前，中国零售业正超越制造业、金融业而成为
国外投资者进入中国市场 热门、 活跃的行业。自 1992 年跨国商业巨头踏入
中国以来，全球 50 家 大的零售企业中已有 40 多家在中国抢滩登陆。至今，






第一节   企业成长历程 
厦门华联百货有限公司（以下简称为厦门华联）前身为厦门商业集团华联商







口业务。经营当年，其就实现销售 8000 万元。至 1993 年，就以销售总额 34982
万元，名列全国 大规模零售商店第 62 位。1994 年 8 月，厦门华联五楼服装商







                                                        

















国有商业企业，规模在厦门当时是 大的，商品品种 多，款式也 齐全，是
消费者购买商品的 佳选择。因此，在那个时期厦门华联始终处于高速发展阶
段。至 1995 年，厦门华联拥有职工 800 人，销售总额达 54236 万元，零售额名


















内部改制及经营转型，2005 年 1 月，公司名称变更为厦门华联百货有限公司。5




直至 12 月 31 日，才又全新开张。此后的 2006 年 10 月，华联百货华商店（原
华联商厦梧村店）及两家品牌专业店也陆续开业。至此，厦门华联开始迈入了
一个崭新的发展历程。 
                                                        








































的“黄金时期”。 1996 年，全国 215 家重点零售企业无一例外都是百货商店。
在中国各大中城市，年销售额在 1.2 亿元以上的大型百货商场也由 1992 年的 98




                                                        
⑥
 资料来源：祁梦华，刘凌云：《连锁零售业态及其在中国的发展》，中国商业出版社，2003 年 
⑦


















249 家大型商场 1997 年总计实现商品销售总额 1013.1 亿元，比上年实际增长
5.9%，其中商品零售总额 770.5 亿元，同比增长 6 ％，扣除物价上涨因素，实
际仅增长 5.2％，远低于社会消费品零售总额增长 10.2%的水平。249 家大型商
场总计实现利润 27.7 亿元，比上年下降 0.6%，其中有 100 家销售总额为负增长，
占 40.2％；111 家零售额为负增长，占 44.6%；有 31 家亏损，亏损面为 12.4％，
比上年扩大 1倍。
⑧
 到 1998 年，全国 174 家大型商场实施利润总额 26.6 亿元，






















                                                        
⑧ 资料来源：李毕万，姚晓娜：《百货店营销》，企业管理出版社，1999 年  
2  
资料来源： “中国百货业发展的问题分析及对策研究”，126 论文网，2007 年 10 月 9 日 
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